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higher demand colors, titles and product configurations, respectively. By promoting these 
"best-sellers" they drive the market to enhance revenues and reduce costs 
simultaneously" (Srivastava et al. 1999, p. 175). Better market information also help to 
reduce procurement and inventory costs. Cash flow vulnerability maybe reduced by the 
SCM process through process innovation. Gillette reduces risk by designing hard-to-copy 
manufacturing processes, including the machine tools used for production (Srisvastava et 
al. 1999). CRM activities such as advertising and promotion result in more rapid product 
awareness, prompt early product trials, and promote repeat purchases. These facilitate 
diffusion of innovations. All these results support cash flow acceleration. CRM 
subprocesses identify customer needs, and adapt solutions as these needs change. This 
leads to higher satisfaction and increasing awareness and acceptance of brands. Also the 
customer base can be leveraged to enhance revenues through cross-selling and up-selling 
by identification of complementary and upwardly mobile needs. Successful 
implementation of customer oriented CRM subprocesses can also contribute to greater 
customer switching costs and higher loyalty thus lowering future risks to cash flows 
(Srivastava et al. 1999). 
In order to do achieve the above two objectives of infusing itself into the core 
processes of an organization and link itself clearly to financial outcomes, marketing has 
to take a new approach. O'Halloran and Mosher (2003) thinks this approach should have 
three necessary elements. 
First marketing has to " . .instill discipline, science, and rigor in the function that 
enables marketing leaders to systematically and accurately measure the return on their 
portfolio of marketing activities" (O'Halloran and Mosher 2004, p. 2) In other words 
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